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ABSTRACT

This study investigated decision-making factors influencing participation in trail running
competitions in Thailand among Bangkok residents. The research aimed to examine the effects of the
7Ps marketing mix on trail runners' participation decisions, and to compare how demographic
characteristics — specifically gender, age, educational attainment, and average monthly income —
differentially influenced such decisions. A quantitative research design was employed, with a sample
of 403 trail runners residing in Bangkok who had prior experience competing in trail running events
in Thailand. Participants were selected through quota sampling, and data were collected via a
structured questionnaire. Descriptive statistics, multiple linear regression analysis, independent
samples t-test, and one-way ANOVA were applied for data analysis, with a statistical significance
level set at 0.05.

The findings revealed that the 7Ps marketing mix factors collectively explained 30.4% of the
variance in participation decisions (R? = 0.304, F = 24.656, p = 0.001). Among the individual factors,
process (B =0.401) and product (B =0.381) exerted statistically significant positive influences on

decision-making, whereas physical evidence demonstrated a significant negative influence (B =-



0.651). With respect to demographic characteristics, age (p = 0.018) and average monthly income (p
< 0.001) produced statistically significant differences in participation decisions, while gender and
educational attainment yielded no significant differential effects. These findings provide valuable
practical implications for trail running event organizers in developing targeted marketing strategies
that effectively address the needs and expectations of trail running participants in Bangkok.

Keywords: 7Ps Marketing Mix, Trail Running, Sports Tourism
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